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ARTICLE INFO ABSTRACT 

The main purpose of the study is to evaluate the decision 
making process of the rural consumers with reference to the 
purchase of FMCG products. The study is descriptive in 
nature and a sample size of 700 consumers was chosen from 
six taluks of Coimbatore district. Multi stage sampling 
method was adopted and the result of the study shows that 
rural consumers are vigilant while purchasing FMCG goods 
and show significant influence in the marketing factors. The 
study also indicates that psychological variables can 
elucidate some of the variances in decision making styles 
among consumers. Retailers and marketers can use this 
information to be more tactical in the way they improve their 
forecasting. 

Copyright © 2015 IJASRD. This is an open access article distributed under the Creative Common Attribution 
License, which permits unrestricted use, distribution, and reproduction in any medium, provided the original 
work is properly cited. 

INTRODUCTION 

Though similar, consumers are unique in themselves; they have needs and want 
which are varied and diverse from one another; and they have different consumption 
patterns and consumption behaviour. The marketer helps satisfy these needs and wants 
through product and service offerings. For a firm to survive, compete and grow, it is 
essential that the marketer identifies these needs and wants, and provides product offerings 
more effectively and efficiently than other competitors. The study includes within its 
purview, the interplay between cognition, affect and behaviour that goes on within a 
consumer during the consumption process: selecting, using and disposing off goods and 
services. Decision making is defined by Eisenfuhr (2011) as a process of making a choice 
from different alternatives to achieve the assigned goals. 

Decision making can be regarded as an outcome of mental processes (cognitive 
process) leading to a selection of a course of action among individuals evaluate the cost and 
benefits of various actions and pick up the best alternative in a fairly logical, reasoned way. 
Buying decision of the consumers of different age, occupation, income etc., differs from rural 
to urban. The rural areas is more bounded by traditions, customs and values which brings a 
gigantic change in the life style and personality of the consumers of the rural areas in 
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comparison to urban area where people are more attracted towards the western culture. 
Low per capita income of the rural consumers restricts them for low consumption pattern as 
compared to urban population where the consumers are more brand conscious and are 
ready to pay high. (Dhumal, 2008). Sproles and Kendall (1986, p. 267) were the first to 
establish the core concept of consumer decision making styles by defining it as "a mental 
orientation characterizing a consumer's approach to making choices". Now a day’s customer 
has a wide variety of choice while selecting FMCG, producer has to innovate additional 
values to the product that the product continues its presence in the market. The consumer 
decision making process is a complex phenomenon which includes many processes. A 
number of factors are included in the purchase decision that are important to the 
consumers and may affect their decisions. (Lunenberg, 2010). Diversity of goods and 
services is the fore most reason to increase the factors that affect the purchase decision. 

Need recognition — Information search — Evaluation of alternatives — purchase 
decision - post purchase behaviour 

Based on the need, purchasing power and influence of environmental factors, 
decision is then made to select the best alternative to consume. In this paper, efforts are 
taken to understand the decision making styles of the consumers in rural areas for FMCG. 
For the purpose of the study, six taluks from Coimbatore district were selected. 

1.1 Objectives of the Study 

• To examine the decision making styles of the rural consumers 

• To study the demographic factors and its influence on decision making styles of rural 
consumers. 

• To analyse the decision making styles based on the factors influencing the purchase 
of FMCG products. 

RESEARCH METHODOLOGY 

The study was confined to six taluks in Coimbatore district representing Coimbatore 
north (22 villages), Coimbatore south (47 villages), Sulur (62 villages), Pollachi (120 
villages), Mettupalayam (16 villages) and Valparai (1 village).Throughmulti-stage sampling 
procedure. 5% of the villages were selected from each taluk. Accordingly, one village from 
Coimbatore north, 2 villages from Coimbatore south, 3 villages from Sulur, 6 villages from 
Pollachi, 1 village from Mettupalayam and one village from Valparai had been taken for the 
study. In order to select samples for the study, disproportionate stratified sampling 
technique had been used. Out of 14 villages, 60 households from each of the selected villages 
were chosen. A total of 840 respondents were selected from which only 700 respondents 
were chosen on elimination of partial response and unwillingness to provide responses. The 
study was based on both primary and secondary data. The primary data had been collected 
by using well-structured interview schedule from selected respondents. 

To measure the decision making styles of the rural consumers, Flinders decision 
making questionnaire -II (DMQ-II) developed by Leon Mann was used. 

2.1 Description 

The decision making questionnaire-II was designed by Leon Mann in 1982 to 
measure the decision making styles in accordance with Janis Mann’s (1977). 
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The scale consists of 31 items measuring 6 dimensions. They are (1) Vigilance, (2) 
Hyper Vigilance, (3) Defensive avoidance, (4) Rationalisation, (5) Buck Passing, and (6) 
Pr ocra stination. 

1. Vigilance:Vigilance is the tendency to search carefully for information to consider 
many alternatives, to consider information without bias and to evaluate alternatives 
carefully before making a choice. 

2. Hyper vigilance: Hyper vigilance is the tendency to make decision impulsively 
and to look for a quick easy solution to problems. 

3. Defensive avoidance: Defensive avoidance is the general tendency to try to 
avoid or escape having to make decision. 

4. Rationalisation: Rationalisation is the tendency to avoid the reality of decision; 
this is achieved by ignoring or denying unpleasant aspects of the decision or by 
concentrating only on positive aspects of the choice. 

5. Buck passing: Buck passing is the tendency to leave the hard decision to others, 
to avoid taking responsibility for decision and to blame others when the decision is wrong. 

6. Procrastination: Procrastination is the tendency to put off making decision by 
doing other things or by thinking about the decision for the long. 

RESULTS AND DISCUSSION 

Table 1: Distribution of Rural Consumers Based on the Decision Making Styles 


SI. No. 

Decision making styles 

N 

% 

1 . 

Vigilance 

216 

30.9 

2. 

Hyper Vigilance 

86 

12.3 

3. 

Defensive avoidance 

141 

20.1 

4. 

Rationalization 

68 

9.7 

5. 

Buck passing 

125 

17.9 

6. 

Procrastination 

64 

9.1 


Total 

700 

100 


Table 1 shows that 30.9 % of consumers exhibit vigilant decision making styles, 20.1 
% exhibit defensive avoidance, 17.9 % exhibit buck passing, 12.3 % are hyper vigilant, 9.7 % 
exhibit rationalization, 9.1 % make procrastinated decision making while buying FMCG 
goods. Hence it can be found that a good number of rural consumers are vigilant and make 
a search carefully for information to consider many alternatives, to consider information 
without bias and to evaluate alternatives carefully before making a choice. 


Table 2: ANOVA on Demographic Factors and Decision Making Styles of the Rural 
Consumers 



Mean Score (Gender) 


Vigilance 

Hyper 

Vigilance 

Defensive 

Avoidance 

Rationalization 

Buck 

Passing 

Procrastination 

Male 

11.6842 

9.3963 

9.8824 

10.2755 

9.6254 

9.7276 

Female 

11.9549 

9.5623 

9.9284 

10.2334 

9.5676 

9.6419 

Fvalue 

5.634 

0.561 

.140 

3.853 

2.168 

.033 

significance 

.018 

0.454 

.709 

.050 

.141 

.857 
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Mean Score (Age) 

Less than 

25yrs 

11.5620 

9.3723 

9.9854 

10.2920 

9.4307 

9.7299 

26 to 35 Years 

12.2469 

9.6444 

9.7364 

10.5230 

9.4435 

9.5983 

36 to 45 Years 

11.6802 

9.4569 

10.0051 

10.1726 

9.7868 

9.6244 

Above 46 

Years 

11.5669 

9.3543 

9.9921 

9.8268 

9.7559 

9.8740 

Fvalue 

1.250 

0.489 

.653 

2.367 

1.835 

.643 

Significance 

0.291 

0.690 

0.581 

0.070 

0.140 

0.588 

Mean Score (Educational qualification) 

Illiterate 

10.6425 

9.2217 

10.6018 

9.8054 

9.9231 

9.8462 

Primary 

11.8600 

9.2800 

9.8700 

10.1400 

9.8100 

9.9200 

MiddleSchool 

12.6350 

9.9416 

9.4745 

10.5912 

9.4453 

9.6934 

High School 

12.3086 

9.5679 

9.6728 

10.4383 

9.3333 

9.4506 

HR.Secondary 

12.7317 

9.4146 

9.2195 

10.9024 

9.5122 

9.3171 

Graduate 

12.8485 

9.7273 

9.1515 

10.5758 

8.6970 

9.4545 

Post Graduate 

12.0000 

9.1667 

10.0000 

9.6667 

9.8333 

9.3333 

Fvalue 

5.055 

1.259 

5.763 

2.544 

.141 

.857 

Significance 

0.000 

0.274 

0.000 

0.019 

3.298 

1.243 

Mean Score (Occupation) 

Business 

Entrepreneur 

11.9189 

9.7838 

9.8108 

10.2973 

9.6216 

10.0811 

Govt. Employee 

15.5882 

12.2353 

8.7059 

8.8824 

8.2353 

8.5294 

Pvt. Employee 

13.0220 

9.5879 

9.2857 

10.6429 

9.2473 

9.6593 

House Wife 

12.7143 

8.2381 

10.5238 

12.2857 

9.5714 

10.4762 

Farmer 

11.4194 

8.5806 

9.9032 

10.4516 

10.0323 

9.8065 

Farm Labour 

10.8349 

9.3991 

10.4083 

9.9450 

9.9954 

9.8578 

Petty Trader 

11.2222 

8.9444 

10.0556 

10.2778 

9.6667 

10.1111 

Shop Owner 

15.2000 

10.4000 

8.8000 

9.0000 

9.4000 

9.8000 

Others 

11.3684 

9.4971 

10.0117 

10.1053 

9.5029 

9.3392 

Fvalue 

6.441 

3.797 

3.976 

3.909 

3.431 

2.430 

Significance 

0.000 

0.000 

0.000 

0.000 

0.001 

0.014 

Mean Score ( Monthly Income ) 

<Rs.5000 

11.6106 

9.4329 

9.9414 

10.1342 

9.7278 

9.6805 

Rs.5001 -10000 

12.4506 

9.6235 

9.7531 

10.6914 

9.1235 

9.6790 

Above 10000 

13.5556 

10.1111 

10.6667 

9.3333 

10.2222 

9.7778 

Fvalue 

3.347 

.585 

.893 

3.918 

6.909 

.011 

Significance 

0.036 

0.558 

0.410 

0.020 

0.001 

0.989 


With respect to the gender, since the p<0.05 for vigilance and rationalization, 
significant differences is observed in the case of vigilance and rationalization decision 
making styles of rural consumers. In the case of age, fp>0.05 for all the decision making 
styles, which shows that there is no significant differences between the age and the decision 
making styles of the consumers. With respect to the educational qualification, p<0.05 in the 
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case of vigilance, defensive avoidance and rationalization, hence there is significant 
difference between the educational qualification and these decision making styles of the 
rural consumers. With respect to occupation, p< 0.05 in all categories of decision making 
styles, hence there exist significant differences between the decision making styles and the 
occupation of the rural consumers. Similarly, in the case of monthly income, significant 
differences are found in vigilance, rationalization and buck passing decision making styles 
of the consumers as the p<0.05. 

To understand the decision making styles of the rural consumers based on the 
factors influencing the buying behaviour the following analysis was performed. 


Table 3: ANOVA on Decision Making Styles and Factors that Influence their Purchase 
Decision 


Factors 

Vigilance 

Hyper Vigilance 

Defensive 

Avoidance 

Rationalization 

Buck 

passing 

Procrastination 

F 

Sig 

F 

Sig 

F 

Sig 

F 

Sig 

F 

Sig 

F 

Sig 

Price 

5.503 

0.004 

0.037 

0.964 

0.288 

0.750 

3.316 

0.037 

4.165 

0.016 

4.359 

0.013 

Quality 

1.812 

0.164 

2.629 

0.073 

0.167 

0.846 

8.258 

0.000 

2.222 

0.109 

2.370 

0.094 

Quantity 

15.557 

0.000 

2.587 

0.000 

3.345 

0.036 

13.201 

0.000 

2.370 

0.094 

3.832 

0.022 

Retail 

display 

17.296 

0.000 

18.61 

0.000 

1.935 

0.145 

2.379 

0.093 

2.704 

0.068 

1.577 

0.207 

Sales 

promotion 

4.167 

0.016 

1.292 

0.275 

1.768 

0.171 

4.764 

0.009 

6.748 

0.001 

2.967 

0.052 

Advt. 

6.898 

0.001 

8.468 

0.000 

0.891 

0.411 

2.762 

0.064 

21.755 

0.000 

7.789 

0.005 

Brand 

1.220 

0.296 

0.578 

0.562 

0.319 

0.727 

1.221 

0.296 

6.770 

0.001 

3.903 

0.021 


With regard to vigilance, p< 0.05 in the case of price, quantity, retail display, sales 
promotion and advertisement hence there exists significant differences with regard to the 
vigilance and influencing factors such as price, quantity, retail display, sales promotion and 
advertisement. In the case of hyper vigilance, significant differences exists for quantity, 
retail display and advertisement, p value is less than 0.05 in the case of quantity for 
defensive avoidance which shows the existence of significant differences. In view of the fact 
that p <0,05 for price, quality, quantity and sales promotion, there exists significant 
differences between them and the rationalization decision making of the rural consumers. 
With regard to buck passing, price, sales promotion, advertisement and brand shows 
significant differences. For procrastination, significant differences exists in the case of price, 
quantity, advertisement and brand. 

SUGGESTIONS AND CONCLUSION 

It is also noted that the behavioural differences in of rural shoppers also has an 
effect on the buying behaviour of the rural consumers. Deeper psychological variables have 
significant impact on consumer behaviour in rural areas. While framing marketing 
strategies, they have to be given due importance. The study showed the existence of six 
types of decision making styles in the rural areas while buying products. The study shows 
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that rural consumers are vigilant while purchasing FMCG goods and show significant 
influence in the marketing factors like price, quantity, retail display, sales promotion and 
advertisement. Despite the kind of decision maker, organisational factors were able to have 
a great impact on the buying behaviour of the rural consumers. Hence, manufacturers have 
to give utmost importance to these criteria’s as they influence all kinds of decision makers. 
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